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This study performed content analysis on nine library websites, which were deemed to be 
leading libraries by The Library Journal’s Star Index. The content analysis was conducted to 
determine what America’s leading public libraries were doing to market their services. First 
the cycle of marketing was divided into four necessary steps: analysis, planning, 
implementation, and evaluation. Twelve indicators were developed to represent the different 
steps in the marketing process. The websites were searched for evidence of these twelve 
indicators, and the results varied greatly from library to library. Four of the indicators were 
found on every library’s website, showing that public libraries are currently placing 
importance on library logos and branding, social media accounts, online resources, and 
patron contact forms. Overall the findings suggest that libraries are doing some steps in the 
marketing process, but they lack cohesion and connection. 
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Introduction 
It seems like one has only to open the newspaper these days to discover bad news 
for libraries. News articles focus on the decline of reading, and the associated decline of 
library users.  Libraries are facing budget cuts, rapid technological advancements, a 
decline in users, and increasing pressure to justify their existence. Nancy Rossiter claims 
today’s “libraries face either a decreasing resource base or stronger competition for 
existing resources” (2008, 3).  
With the advancement of technology, the belief that all information is freely 
available via the internet has gained traction. Despite being untrue, libraries have felt the 
effects of this myth. The “new information environment has created a situation in which, 
libraries no longer hold their role and place in this environment by ‘birth right’ ” 
(Garoufallou, 2013, 317). While libraries have worked hard to stay abreast with 
technological advances, there is a growing need to prove the public library’s value in the 
community. 
Library value is hard to determine, but often the role falls on numbers and 
statistics. In order to quantify their value, libraries track interactions, program attendance, 
circulation statistics, and more. Numbers are used to prove a library's relevance and use 
and hint at a deeper value (Garoufallou, 2013, 217). Due to the importance placed on 
statistics libraries continuously try to increase their numbers and increase library usage. 
Statistical data is required to maintain or increase funding, but for a library to be an 
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advantageous part of the community they need more than good numbers. Librarians can 
no longer rely on the prevailing mindset that “libraries are good and essential services for 
people in our communities” (Nelson, 2015, 118), which once existed. Unfortunately a 
recent Pew survey found that only nineteen percent of Americans under 30 say closing 
the local public library would directly affect them (2014, 20-21). The same study also 
found that 36% of Americans under the age of 30 know little to nothing about library 
services available (Pew, 2014, 5). These statistics are high for a service meant to support 
and serve the entire community. How can a library hope to increase usage when there are 
segments of the community who are unaware of services? Marketing is a way to raise 
usage statistics and improve community perception.  
The word marketing has a negative connotation in the library profession 
(McClelland, 2014, 350). Some librarians shy away from the term, and part of the 
problem is a misunderstanding or confusion of terminology. Marketing may call to mind 
for-profit businesses, advertising, branding, or strategically complex plans. Librarians 
also lack training in marketing, either from an accredited institution or continuing 
education programs, so the process may seem intimidating (Polger, 2013, 241).  
Due to confusion and a lack of familiarity, many libraries do not have a marketing 
plan. In conjunction, libraries rarely have a specific marketing librarian or a portion of the 
budget dedicated to marketing (Germano, 2009, 6 & McClelland, 2014, 351). These 
actions force marketing in libraries to be tacked onto other duties or forgotten (Germano, 
2009, 5). Thomas McClelland believes that “no library can avoid marketing, the choice is 
whether to do it well or to do it poorly” (2014, 348). Just what does McClelland mean by 
“do it well?” What does effective marketing entail? Often literature will say what 
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effective marketing creates, for example, in regards to the importance of marketing in 
library science curricula, “marketing provides the context and rationale for an 
organization existence and its modus operandi” (Harmon, 2002, 65). Clearly marketing is 
important, but what does marketing in a public library involve? More importantly, what 
are America’s leading public libraries doing to market their services? 
Historical Review 
In 1969 Philip Kotler and Sidney J. Levy published an article and permanently 
altered the field of marketing. The article, titled “Broadening the Concept of Marketing”, 
suggested nonprofit organizations could benefit from utilizing marketing techniques, 
which had previously been thought exclusively useful in the for-profit world. This 
revelation opened the door for library marketing. Since 1970 there has been a steady 
increase in research and publication about library marketing (Gupta, 2007, 33). Some of 
the earliest library marketing work, in the 1970s and 1980s, used for-profit terminology 
and focused on “selling” the benefits of the library to the public (Evans, 1994, 30). 
Claims have been made that in the 1980s marketing in libraries greatly increased 
with the development of service oriented marketing (Gupta & Jambhekar, 2003, iii), but 
in the early 1990s librarians were still reluctant to engage in marketing, which was 
already twenty years after Kotler and Levy’s seminal article (Shontz, 2004, 64). In 1994, 
a book on library marketing, said “too often, marketing is perceived only as the 
promoting or selling of existing services to customers,” as such, comprehensive plans 
were not being developed (Evans, 1994, 2). In the 2000s there was an increase in 
marketing research among professional librarians (Shontz, 2004, 64 & Gupta, 2008, 308), 
despite what is described as a “lack of familiarity with the total marketing concepts” 
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among practicing librarians (Gupta & Jambhekar, 2003, iii). A review of marketing 
literature from the past 40 years shows a pattern emerging. It is almost as if marketing is 
treated as a toy, occasionally picked up and tossed around when new ideas or research 
emerge, yet it is often set back down and ignored for long periods of time. This ebb and 
flow might be tied to the necessities which often drive marketing. 
Historically the motivations which spur marketing show a similar ebb and flow 
pattern.  In 1982 a book, published on library marketing, cites growing financial 
pressures as the reason for libraries to garner support among the community (Leerburger, 
1989, xiii). In the early 1990s libraries found the “need to reappraise their relationship to 
their customers and others as a result of the newly competitive environment” (Evans, 
1994, 3). In the 1980s America was in an economic recession and cities and citizens alike 
trimmed budgets. Then in the 1990s the economy began to pick up and technology began 
to advance at a swift rate. In times of scarce finances libraries need to justify their 
continued funding and worth, and in times of prosperity and advancement they need to 
establish their place in the community. Marketing can help a library justify funding and 
prove their value to the community. It can also help libraries provide the correct services 
for patrons in times of need and advertise a library’s technological advantages in times of 
prosperity. 
In terms of training, marketing has been around since the beginning of formalized 
library education, but not in a distinct way. Since the 1950’s there has been a slow 
emergence of marketing concepts in school curricula (Harmon, 2002, 69). Marketing was 
first identified in classrooms around the same time that it was by identified by 
practitioners. “From the 1970’s onward, the growing diversity of information 
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professionalism prompted the establishment of broader and more market-orientated LIS 
curricula” (Harmon, 202, 71). This movement towards market-orientated curricula in the 
1970’s is not the same as the marketing process. Market-orientated means library schools 
began to focus on the market, or the patron. In 2014 a study examined curricula offered 
by ALA accredited programs and found that only 40% of programs offered a marketing 
class (McClelland, 351), though the research doesn’t explore if any programs require a 
course to graduate. A study done in 2004, which surveyed 415 librarians residing in New 
Jersey, found that 95.3 percent of MLS holding librarians had not taken a marketing class 
during their graduate program (Shontz, 2004, 64). The librarians who responded to the 
study received their degrees in the 1990s, 1980s, and 1970s. In those years only five 
percent of graduating librarians took a marketing class, which reveals the state of library 
marketing over the years. 
Literature Review 
 A quick literature search for “marketing in public libraries” brings up a variety of 
different materials. There are articles written by practitioners and published in 
professional magazines, expounding the individual success of a singular library event, 
such as opening a library twitter account.  There are complex academic studies published 
in scholarly journals, which quantify librarians’ opinions on marketing, and there is no 
end to the articles suggesting methods for libraries to implement. This varied literature is 
due in part to the previously mentioned confusion around the term marketing. For the 
purpose of this paper marketing is defined as a purposive set of activities for 
understanding and providing value to patrons and potential patrons. 
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Occasionally other terms are erroneously substituted for marketing, or marketing 
is used when another sub-term is meant. For example, Rajesh Singh lays out the STEPPS 
for what he claims is a successful word of mouth marketing campaign in a recent 2014 
article. 
According to Singh, word of mouth marketing (W.O.M.M.) can be influential in a 
community of any size. It “is based on the premise that ten percent of the population 
influences the behavior of the other ninety percent” (Singh, 2014, 27). The six steps to 
spark a W.O.M.M campaign are: social currency, triggers, public, practical value, and 
stories (Singh, 2014, 27-28). The six steps spell out the acronym STEPPS. Singh claims 
using them will create a community conversation about your library. He might be correct, 
but he is wrong to call it a marketing campaign. Singh is discussing word of mouth 
advocacy, or getting patrons to favorably share about the library with friends, family, and 
others. Advocacy is a term related to marketing, a good marketing plan should spur 
advocacy in patrons, but it is not interchangeable with marketing. 
Another example of terminology confusion concerns the term “brand.” Brand is a 
term which has risen to popularity in past decades. According to Subnam Hariff and 
Jennifer Rowley, in an article on the state of library branding in the United Kingdom, 
branding is a cumulative image created by services, the relationship between library and 
patron, and patron perception of the library (2011, 347-348). Hariff and Rowley 
attributed the bleak future of public libraries to a stagnant brand (2011, 346). The 
globally held brand associated with libraries is the book, which in today’s technologically 
dependent age is considered outdated (Hariff & Rowley, 2011, 348). Hariff and Rowley 
firmly believe that a national rebranding campaign in the United Kingdom can secure the 
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future of public libraries. They quote a 2008 study which says “qualitative research 
shows that non-users’ reasons for not visiting libraries are based on the negative 
perceptions that they hold of libraries, which are deeply entrenched” (2011, 348). 
Rebranding, Hariff and Rowley imply, will do away with these negative perceptions. A 
library’s brand, or cumulative image, is important, but changing a logo does not change a 
cumulative image. The way to successfully change a library’s brand is through 
marketing. 
Other terms that are commonly used instead of marketing vary, but in libraries 
“public relations, outreach, promotion, advertising and branding are all related under the 
larger heading of library marketing” (McClelland, 2014, 348).  In fact McClelland’s 
study, which examined job descriptions, found that the terms “outreach” and “promote” 
are the most common marketing related terms used in job descriptions (358). McClelland 
states that many “outreach librarians” end up doing a large portion of the marketing, even 
though outreach is technically limited to all activities or services that take place outside 
the library (2014, 351). In addition to the numerous terms which fall within the scope of, 
or along with, marketing the literature includes different types of marketing.  
The new categories of marketing, such as services 
marketing, relationship marketing, internal marketing, 
internet marketing, one-to-one marketing, realistic 
marketing, symbolic marketing, guerilla marketing, 
etc…(Gupta, 2007, 32).  
The list is enough to intimidate any librarian first looking into marketing their library, 
and the confusion around terms is holding libraries back from utilizing marketing 
techniques to their full potential (Nelson, 2015, 119). This confusion also adds to the 
misconception that advertising is the foundation of marketing, which is untrue. 
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Advertising is rejected by libraries, often based on misconceptions about price, so 
libraries assume they cannot or should not engage in marketing. This is incorrect in two 
ways. First, advertising is only a small portion of the marketing process (Walters, 1992, 
vi). Second, “the reality is that most libraries are not at a stage that even requires a 
significant expenditure in terms of resources on the functional area of marketing” 
(Germano, 2009, 6), meaning the process of marketing does not have to be expensive. 
Numerous scholars have studied the process of marketing. Richardson and 
Kennedy say “in essence, marketing is not about creating business but strategically 
making patrons aware of what services libraries provide them” (2014, 43).  By seeing 
marketing as benefiting patrons, libraries can accept the clear and present need for 
marketing and disperse with negative connotations. It has been suggested that public 
organizations, such as libraries, find it hard to consider marketing not as a “philosophical 
commitment to selling” but as “value creation,” which is at the core of marketing (Dann, 
2007, 295). However, librarians already have the golden ticket. Despite the confusion that 
surrounds library marketing, it is mostly limited to terminology and education. Librarians 
have the correct focus in order to make marketing work, because marketing is simply “a 
process through which we come to understand our customers” (Walters, 1992, v). As 
previously mentioned, since the 1980s library education has been focusing on the market. 
Librarians work to provide accurate service to their patrons, and while they “naturally 
speak the language of marketing,” knowing the correct marketing strategies can provide 
the correct tools to meet the challenge head on (Lee, 2013, 169-170). 
 Scholars often find their own unique way of explaining the marketing process. 
For example, Leerburger identifies five steps to marketing: market break down, market 
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position, patron analysis, marketing programs, and market evaluation (1989, 11-13). 
Benedict Leerburger uses marketing jargon to identify his steps, but that is not always the 
case. Ned Potter breaks down the cycle in simple language. The steps are “decide on your 
goals, research your market, segment your market, set objectives, promotional activities, 
measurement, evaluation, and modification” (2012, 12). Richard and Kennedy suggest 
nine steps for marketing electronic resources, which are “project description, current 
market, strength and weakness (SWOT) analysis, target market, marketing goals and 
objectives, marketing strategies, action plan, management, and assessment” (2014, 43). If 
individual research is broken down the steps begin to align, and similar actions emerge. 
Regardless of how individual scholars breakdown the process, four key steps appear over 
and over again throughout library marketing literature.  
These four steps are: analysis, planning, implementation, and evaluation. These 
steps create the marketing process, and they are cyclical. “Every marketing effort should 
lead into the next” (Potter, 2012, 34). Even the last step, evaluation, should flow back 
into the first step, planning. The process is meant to be maintained continuously, not done 
once and stopped. Library services grow and change, and the community the library 
serves grows and changes. In response, library marketing needs to be continuous to best 
reflect patron needs. The cyclical momentum also allows for successful marketing by 
building off of results (Richardson & Kennedy, 2014, 44).  
The first step of the process, analysis, or knowing your audience, is pivotal to 
marketing (Richardson & Kennedy, 2014, 43, 46; Kenneway, 2007, 97; Bhatt, 2011, 2; 
Hariff & Rowley, 2011, 358). Whether they are referred to as patrons, audience, the 
market, users, customers, consumers or any other term, the community the library serves 
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is the focus for marketing. It might include patrons who only use one service the library 
offers, but could be taking advantage of many more, or patrons who have never entered 
the library. 
Analysis can be called many other terms. Leerburger refers to analysis as market 
break down and position. Another common term is market segmentation, which Potter 
uses in conjunction with research your market. These terms all mean breaking down the 
targeted population into groups with shared needs, so those needs can be met (Harmon, 
2002, 63 & Leerburger, 1989, 9). The targeted population includes patrons and non-
patrons alike. Common market segmentations in libraries are adults and children, patrons 
and non-patrons, or those who access material online and those who visit the building. 
Identifying users is the foundation of marketing research (Lee, 2013, 170). This 
important step is the information and drive behind the style of services offered, and it will 
also be a framework for evaluation (Harmon, 2002, 65-66). All analysis is, is looking at 
patrons’ needs in a scientific way, which librarians already do (Lee, 2013, 170). 
Richardson and Kennedy include another step, which falls under the category of 
analysis. They suggest a strength and weakness analysis, which is directed at the library. 
In order to provide the correct services for patrons, libraries must evaluate their skills and 
offerings. Only after understanding both the library’s areas of strength and weakness and 
the patrons needs can planning start. 
Having a comprehensive marketing plan is necessary for the success of the 
marketing process (Bhatt, 2011; Richardson & Kennedy, 2014; Hariff & Rowley, 2011). 
The given definition for marketing includes “a purposive set of activities” because it is 
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the purpose and preparedness that separates marketing from singular actions and events. 
Research has shown that implementing a marketing plan leads to users being more aware 
of library services (McClelland, 2014, 349). “Not only can such planning increase the 
effectiveness of library services, but it can also increase the value of the library as 
perceived by customers, elected official, donors and other stakeholders” (Walters, 1992, 
vi). Marketing plans should be comprehensive and have a firm place in the library’s 
culture. A plan can be referenced by staff and referred to in meetings. It should also 
include factors like finances and timetables. A good marketing plan will help the 
organization stay consistent, and it will guide a marketing mindset.  
The third step, implementation, can exist in many forms. This is where 
advertising, outreach, and other sub-activities of marketing often take place. 
Implementation will vary by library in order to align with different plans for different 
patrons. Implementation, including the various activities, should be seen as a form of 
communicating with the patrons. Richardson and Kennedy see marketing as “a strategic 
communication with your library patrons. It is an intentional conversation” (2014, 42). 
They are not alone in this thought. Eileen De Saez believes that communicating 
effectively with patrons is the whole goal of effective advertising (2002, 77). Through 
communication, libraries can serve patrons and make contact with potential patrons. 
While the conversation must be intentional (read planned), it is not limited to traditional 
person to person interaction.  
Consider all the ways a library communicates meaning to patrons. Nancy Rossiter 
defines advertising as “a paid form of communication between the library and its 
constituents” (2008, 20). Advertisements are one obvious way to reach users, but all 
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decisions speak in some way. Remember communication can be verbal or nonverbal. 
Signs, posters, and conversations between staff and patrons are forms of verbal 
communication. Building layout, paint color, staff attitudes and action, and many other 
factors are all forms of nonverbal communication. Library programs are a great forms of 
communication. During the planning stage consider what a library event might express to 
patrons. Children’s story hours can communicate a welcoming attitude towards families, 
and a belief that reading is important early in childhood. Placing computers in a 
prominent position of the library communicates an emphasis on technology, and 
electronic information access. Displays that feature local history communicate a library’s 
investment in the community. Libraries need to be sure the message they send matches 
their plans and goals. The marketing plan should be considered during most library 
activities such as, collection development, program planning, and hiring staff. Each 
action needs to be considered as part of the library’s communication with patrons. 
Once action has been taken, there needs to be evaluation and reconsiderations. 
(Richardson & Kennedy, 2014, 43-44). The final term, evaluation, is very important to 
the cycle of marketing, but it can be difficult. Evaluating a marketing plan is hard 
because it is not sufficient to just look at numbers. Potter uses a good example to explain 
the problem. In the example, the targeted patron group is non-users, and the library 
develops a plan to create and maintain a Facebook page to encourage non-users to obtain 
a library card and use library services. Facebook counts page views, friends, and “likes”, 
but it is not enough to set the goal of having 500 Facebook “likes,” because that does not 
represent the actual goal, of getting the non-user into the library (Potter, 2012, 34). The 
library could tally the number of library cards obtained since the implementation of the 
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Facebook page, but Facebook is not the only factor that could influence a new patron. In 
order to truly reflect plans well-designed systematic evaluation is a necessity (De Saez, 
2002, 172). 
Evaluation is important because it allows for improvement during the next pass of 
the cycle. Continued improvement of services or patron satisfaction is the goal of an 
effective marketing campaign. It is also important in a business sense. “Evaluation serves 
the essential role of providing evidence of the return on investment (ROI)” (Potter, 2012, 
34). Providing proof of ROI helps justify continued funding or increases in funding. 
In today’s modern world the challenges of marketing can be made easier by 
utilizing the internet. Some authors believe that having a library website is an essential 
marketing tool (Shontz, 2004, 78, McClelland, 2014, 340, & Harmon, 2002, 64). A large 
portion of literature on library websites focuses on usability and design.  
Effective web marketing sites can be designed to include 
well-designed and compelling home pages, intuitive 
navigational flow, high value content, a good response 
orientation, timely updating and respect for privacy. 
Linkages to appropriate search engines, directories, 
newsgroups and portals can be established to promote 
visibility (Harmon, 2002, 64).  
These sources treat websites as separate “web” or “internet” marketing, when really a 
website is just “an important tool in marketing other products in the library” 
(Nooshinfard & Ziaei, 2011, 4). The library website should be factored into the 
comprehensive plan.   
Websites allow libraries to focus on individual audiences by organizing resources 
accordingly to provide for each segmented patron group. Consider how Amazon allows 
users to select kitchenware or electronics in order to browse options. Library websites can 
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do this sorting by children and adult, or by sorting book information by genres. “The 
digital environment supports highly targeted, measurable campaigns” (Kenneway, 2007, 
97). In today’s digital age, it is important to consider the correct form of communicating 
with different patrons. Each group of patrons might have their own preferred method of 
communicating, and there will be patrons who prefer communicating with the library via 
the internet (Ashcroft, 2003, 241).  Feedback forms, contact links, and online surveys are 
all great opportunities to communicate with patrons outside of the library. Websites are a 
chance for more subtle communication, similar to nonverbal communication in the 
library. Library websites allow patrons to communicate in their own time and space 
(Kenneway, 2007, 97).  Utilizing a library website for marketing “holds the promise of 
finding and filling needs much more quickly, effectively and efficiently, when and 
wherever the needs exist” (Harmon, 2002, 65).  
Even with all the benefits of technology, evaluating patrons through websites can 
be difficult (Shontz, 2004, 78).  On average, users only spend 25-35 seconds looking for 
information on a website, before giving up (Commander, et al., 2014, 253). With such a 
short time to convince users, website standards need to be high. Libraries should have the 
same quality standards for their websites as for their print materials (Coombs, 1999, 126). 
With the rise in technology and the popularity of social media, it is becoming 
increasingly important that library websites, the electronic face of the organization, be 
integrated into the cycle of marketing. With all the e-resources available, some patrons 
will desire to interact only with the library online. This means evidence of all four steps, 
analysis, planning, implementation, and evaluation should be apparent on the website. 
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Methods 
The Library Journal Star Index ranks libraries using “statistical correlation 
analysis to identify a concise and straight-forward set of indicators of library service 
provision” ( Library Journal, 2015). The rankings are based on self-reported statistics 
compiled nationally by the Institute of Museum and Library Services. The four per capita 
statistics are library visits, circulation, program attendance, and public computer use. The 
libraries are separated by budget. The largest budget categories are 30,000,000 dollars 
and above, and the smallest budget is 10,000 and 49,000 dollars. There are nine 
categories total, and each category has thirty libraries except the top category. There are 
only fifteen libraries reviewed for the 30,000,000 and above level. All together the 
Library Journal Index ranks 255 libraries for their Star Index, and the number is often 
higher because Library Journal considers ties one position on the list. 
The Star Index was chosen as an unbiased ranking of leading public libraries in 
America. This study examined nine libraries: the top three libraries from each of the top 
three budget categories. Each of these libraries has received a five-star ranking in their 
respective category. The libraries are represented in the following table (Table 1). 
 
Table 1: Nine Five Star Libraries 
These nine libraries were examined for evidence of marketing. Analysis, 
planning, implementation, and evaluation are the four basic steps in the marketing 
Budget Category Library Location
30,000,000$+ Cuyhahoga County Public Library Parma, OH
30,000,000$+ Public Library of Cincinnati & Hamilton County Cincinnati & Hamilton Conty, OH
30,000,000$+ Columbus Metropolitan Library Columbus, OH
10,000,000$-29,999,999$ Naperville Public Library Naperville, OH
10,000,000$-29,999,999$ Howard County Library Columbia, MD
10,000,000$-29,999,999$ Salt Lake City Public Library Salt Lake City, UT
5,000,000$-9,999,999$ Redwood City Public Library Redwood City, CA
5,000,000$-9,999,999$ Westerville Public Library Westerville, OH
5,000,000$-9,999,999$ Upper Arlington Public Library Upper Arlington, OH
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process. For each step, various visible signs of marketing which might appear on a 
library’s website, were determined.  
For analysis three indicators were chosen. A large scale patron survey shows that 
a library is evaluating their patrons overall, not just for individual events and services. A 
mission statement focused on patron needs and wants sets the tone for all library actions, 
and separated sections of the website dedicated to different patrons shows a library has 
analyzed their common users. 
 Three indicators were also chosen for planning. A marketing job position 
represents a singular commitment to marketing by the organization as a whole. 
Mentioning marketing specifically in a formal plan is a good indicator of planning, 
because plans are created to guide staff actions and community expectations. The final 
indicator for planning is an allowance in the budget for marketing, which shows funds 
dedicated to the marketing process.  
Four indicators were chosen for implementation, which might be the clearest 
indicators because implementation is the stage which most often directly affects patrons. 
The indicators of implementation including a logo or evidence of branding throughout the 
website, in order to discern a cohesive message represented by the website. Social media 
links were also chosen, to show opportunities to communicate with patrons. Websites 
were examined to see if they were mobile responsive, to indicate if libraries were making 
their online services accessible to patrons in multiple ways. The final implementation 
indicator is the presence of electronic resources available online, which reflect the current 
state of patron needs. 
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For the final step, evaluation, two indicators were chosen. Contact forms and 
information represent a library requesting and accepting feedback. A help and support 
feature for online resources indicate that libraries are aware that feedback is separate 
from assistance requests. 
These indicators were compiled into the following rubric. The indicators were 
decided upon before examining the websites, with the exception of the help feature 
indicator, which came about during examination (Table 2). In addition to the four 
categories, the websites were examined to see which, in formal methods of 
communication such as mission statement and annual reports, term, customer or patron, 
was used to refer to library users. Customer is a term associated with for-profit business, 
while patron is a common library term without such associations. The library websites 
were evaluated twice over the course of several weeks for indicators of marketing.  
 
Table 2: Indicator Rubric 
 
 
Library Name:
Step Indicator
Survey
Focused Mission Statement
Segmented Website Sections
Marketing Librarian
Official Mention of Library 
Marketing
Budgetary Allowance
Branding/Logo
Social Media Links
Mobile Responsive
Online Resources 
Contact Forms/ information
Help/Support Feature
Term Patron or Customer:
Analysis
Planning
Implementation
Evaluation
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Results     
 
 
Table 3: Results Overview 
To discover if libraries participated in the first step of analysis each website was 
examined for three different indicators. These indicators were: reference to a large scale 
patron survey, a mission statement focused on patron needs or wants, and patron 
segmented sections of the website. The first indicator, a survey, was found on four of the 
nine websites. These surveys were found separately in three strategic plans and one 
master plan. The surveys were either online question-and-answer surveys or in person 
focus groups, and libraries either managed the survey themselves or hired a third party. 
The second indicator, focused mission statements, was found on three of the nine 
websites. Occasionally mission statements were supplemented with vision statements, 
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Mobile Responsive x x x x
Online Resources x x x x x x x x x
Contact Forms/ information x x x x x x x x x
Help/Support Feature x
Patron (P) or Customer (C) PC PC C P C P P C P
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and in such cases they were included in the analysis. For example, Howard County 
Library’s mission statement is “We deliver high-quality public education for all ages” 
and their vision statement is “a major component of Howard County's strong education 
system, we advance the economy, enhancing quality of life.” Available statements ranged 
from detailed paragraphs to vague inspirational phrases. For example Naperville Public 
Library’s mission statement is “Inform, Inspire, Imagine,” while Westerville Public 
Library’s mission statement is 
The Westerville Public Library provides materials, 
programs and services to residents of all ages in Franklin 
and Delaware counties to assist in their pursuit of 
information and resources to meet their educational, 
professional and personal needs. Particular emphasis is 
placed on delivering quality reference services and 
providing popular materials of high interest to the residents 
of the Westerville School District. The library also serves 
to stimulate young children’s interest and appreciation for 
reading and learning. 
In addition Naperville’s vision statement is just as short as their mission statement, while 
Westerville’s is almost as long. There is a big difference between these statements. 
Statements such as “Inform, Inspire, Imagine” were not considered based on patron’s 
needs or wants, because they lack direct reference to patrons.  
The third indicator, segmented website sections, appeared in seven of the nine 
libraries. Of those seven, two libraries simply added a kid and teen section to the website, 
while five libraries had more in depth segmentation. Some of these additional population 
segments included educators, business persons, and homeschoolers. The separate website 
sections were often in events calendar. If the calendar was sortable by audience, the same 
categories appeared. A few libraries also used the categories again by creating resource 
lists for each specific group. These were either listed on the segmented patron’s web 
  21 
 
page, or in a compilation of resource lists on a special page. The web pages created for 
special segments of the population were of varying depth and uniqueness. For example 
the Public Library of Cincinnati and Hamilton County had different color schemes for 
their kid and teen pages, in addition to specialized resources and interactive features. 
Other pages were less in depth, only showing kid’s calendar events and maintaining the 
color scheme.  
To evaluate the libraries for evidence of planning three indicators were chosen. 
They were a job position devoted to marketing, formalized plans that mentioned 
marketing, and an allowance in the budget for marketing. In order to encompass possible 
variance in titles positions that included promotion, outreach, and communication were 
also considered indicators, and the position might have been a librarian or an 
administrator, which are not mutually exclusive. Of the nine libraries evaluated seven had 
a position devoted to marketing, and several of these positions were heads of 
departments. The largest visible department included a staff of eight people, but the 
common size for a department was three people. Salt Lake City hired two new staff 
members with the title “marketing/communication specialists” to create a department of 
three people in the last fiscal year.  
For the second planning indicator only three of the libraries mentioned marketing 
specifically in their formalized plans. These three libraries were Westerville, Upper 
Arlington, and Howard County, and they mentioned marketing in different contexts. 
Westerville and Howard County both reference marketing in strategic plans which 
encompassed several years. The plans were current whereas, Upper Arlington mentioned 
marketing once in a 2008 Board of Director’s meeting, and not again in recent years. It 
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should be noted a few of the libraries did not have strategic plans publically available 
online for indicator analysis. 
In addition to the lack of strategic plans scant financial information was available 
online. The third indicator of planning, a marketing section of the budget, was only 
represented in two of the libraries. Salt Lake City listed a special portion devoted to 
publicity, and Naperville had a monthly expenditure of “printing & promo,” which was 
interpreted as promotional materials. A majority of the libraries did not provide detailed 
financial information. 
To examine the websites for evidence of the third step of marketing, 
implementation, four indicators that represented planned communication were chosen. 
The implementation indicators were a library logo or brand, links to social media 
accounts, a mobile responsive website, and online resources. A library logo was found on 
each of the nine websites. The logos tended to be geometric or minimalist designs, which 
would be easy to replicate. They also were not book or book related imagery, with one 
exception. For example Westerville’s logo is a handful of lines representing the 
architecture of the library building. Upper Arlington and Redwood City both have logos 
comprised of four colored squares with a letter of their initialism located inside each 
square. Salt Lake City was the only library to have a book related logo. It was a 
minimalistic representation of books on a shelf, spines out, leaning against each other.  
Another indicator that was found on every website was the presence of social 
media links. Each of the nine libraries had multiple social media accounts linked to their 
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website using the easily recognized company icons. The breakdown of social media 
accounts is displayed in the following table (Table 4).  
 
Table 4: Library Social Media Accounts 
Every library had a Facebook page, but the Naperville Public Library also had a special 
teen Facebook page. Six libraries had Instagram accounts, and Naperville had multiple 
Instagram accounts, with one for each teen librarian in addition to the regular library 
account. Five of the libraries had some other type of social media icon representing 
another accounts, such as an RSS feed or a director’s blog. Only one library had a 
Goodreads account, which was the only social media outlet represented dedicated to 
books.  
The third chosen indicator for implementation, mobile responsiveness, was found 
in four of the nine libraries. While less than half of the libraries had mobile responsive 
websites, seven of the libraries offered downloadable phone applications. The libraries 
that were not mobile responsive offered an app. The applications were all named after the 
library such as NPL Mobile App for Naperville, or the City Library Mobile App for Salt 
Lake City.  
Social Media Account # of Libraries
Facebook 9
FlickR 2
Goodreads 1
Instagram 6
Pinterest 6
Tumblr 4
Twitter 9
YouTube 7
Other 5
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The fourth indicator of implementation, online resources, was also universal 
across libraries. These resources included, but were not limited to, ebooks, emagazines, 
streaming music, streaming movies, and numerous databases. A large variety of vendors 
and third party providers were represented in the online resources including well-known 
EBSCO, ProQuest, and OverDrive. A few libraries also offered local collections of 
resources, such as Upper Arlington’s Recipe Collection. Several libraries offered online 
only cards, which allowed patrons to utilize online services without entering the physical 
building of the library. 
The fourth and final step of marketing, evaluation, was represented by two 
indicators. The evaluation indicators were the existence of contact forms, and a help 
feature or form for patrons. Each of the nine libraries had a blank contact form which 
could be used for multiple purposes, but there were a number of other contact forms 
available for specific purposes. In addition to general contact forms, three libraries had 
forms to suggest the purchase of a book, and two libraries had specific forms for 
reference requests. Only one library, Upper Arlington, had a form for an Inter-Library 
Loan request. Westerville had a form to petition for the repeal of a website blocked by 
the library’s firewall. Two libraries provided contact forms specifically for teen patrons, 
Naperville and Cincinnati and Hamilton County. Cincinnati and Hamilton County also 
provided a special children’s form. Features that were related to contact forms include 
chat functions, phone numbers for different methods of contact, and surveys. 
Seven of the nine libraries had chat or text messaging services to communicate 
with librarians. All nine of the libraries provided telephone numbers for contact, but the 
clarity of this number varied. Some libraries listed specific numbers for branches, or 
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departments, but a few libraries listed the phone number without referencing the point of 
contact. Cuyahoga Public Library provided a survey for parents to fill out about Story 
Time programming. This was the only active survey on any of the nine websites.  
The second indicator for evaluations, was also the only indicator determined after 
research began. Only one library, Cuyahoga, provided a specialized technology help form 
for patrons struggling with electronic resources. Upper Arlington offers a similar feature, 
but patrons must come into the library after scheduling an appointment for tech support 
with a librarian. Cuyahoga’s help feature was the only online way for patrons to directly 
address a problem with vendors and content hosts.  
In addition to examining the websites for indicators of marketing the websites 
were also examined for terminology preference. By looking at the library’s formalized 
communications, such as strategic plans, mission statements, and policies, it was 
determined whether a library uses the term patron of customer. Four of the libraries used 
the term patron, three used the term customer, and two of the libraries went back and 
forth between terms without obvious bias. 
Discussion 
The website indicators all represent a part of the marketing process. The 
beginning of any marketing process should be analysis of patrons and the library. Only 
four of the nine libraries stated they surveyed library patrons on a large scale. The four 
libraries mentioned the surveys in announcements about plans for the future or periods of 
change, which shows a connection between analysis and planning. The surveys were also 
the first step in developing the plans, which is good, but the available survey information 
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was limited. The libraries shared the number of completed surveys, or if a third party 
administered the review, but no library provided the specific details of the survey.  
That more than half of the libraries did not survey patrons is worrisome. Now it is 
possible the libraries evaluate patrons regularly, but do not make the information 
available via their websites.  However, as publicly funded institutions it is important to 
provide transparency about the goals and actions of the library. If as previously 
mentioned marketing provides libraries with their raison d’etre, that reason should be 
evident. Proving that patrons have guided the direction of the library, through surveys or 
other evaluation, is an excellent way to show how the library is an integral part of the 
community.  
Perhaps the most problematic indicator is the mission statement focused on the 
patrons’ needs and wants. To be clear, every library had a mission statement, and most 
also had a vision statement, which was similar in tone. However, there was a wide variety 
between the lengths of the statements, as evidenced by previous quotes in the results 
section. Comparing three words with an entire paragraph is impossible. It shows different 
libraries understand the concept of mission statements differently. Mission statements are 
meant to provide direction for a library. They are also one of the planned ways a library 
communicates with patrons. A mission statement should not be underestimated for setting 
the tone of the library’s goals and interactions with patrons.  
It could be that the shorter, less specific phrases are meant to allow the library 
greater freedom in decisions, but it seems more likely that the short statements are 
developed with an advertising frame of mine. “Inform, Inspire, Imagine” makes a great 
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slogan for the library to promote. Paragraph long mission statements, while more useful 
for guiding members of staff and informing the public, are not useful in the same way. 
Some libraries treat the statements as a policy to inform both librarians and staff, and 
others see it as a slogan or part of advertising the library.  
The third indicator of analysis, segmented patron sections, was interesting to 
examine. Seven of the nine libraries provided separate sections of the website for 
different patron groups. At the minimum these libraries separated teen and children out 
from regular adult users, but the majority of libraries had more divisions. Segmentation 
also appeared in online resources and event calendars. The segmentation of resources was 
surprisingly diverse. Educators and homeschoolers were considered by many libraries. In 
some cases libraries even offered special educator cards, which allowed the user to check 
out a greater number of books. Resource lists for genealogists and business people 
appeared on more than one library website, as did resources for the elderly. Resources 
lists such as these show a solid breakdown of common library users, but clearly teen and 
kid segmentation is the most common as seven of the nine websites included those pages. 
The kid and teen pages varied from one website to the next. The Public Library of 
Cincinnati and Hamilton County’s website was the only library to break the pattern and 
have unique color schemes applied to the kid and teen pages. At first this change of color 
seemed amateur, but after examining all the sites it defines the teen and kid spaces more 
efficiently. The other websites carried identical formatting throughout. Some of the kid 
and teen pages were shallow in content, meaning they had few interactive features or 
unique items. The Cincinnati and Hamilton County teen page had a displayed opinion 
poll, book reviews, social media links, homework help resources, and an about us page 
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that were all unique to the audience. The kid page had similar special features, but 
simplified for children. Compared to other teen pages which only listed a few young 
adult book recommendations and advertise the teen calendar events, the Cincinnati and 
Hamilton County library website created an in-depth webpage for teens to explore. Each 
unique item on a segmented patron site proves the library analyzed patrons’ needs and 
preference in order to suit the website to the segment. 
The three marketing planning indicators are relatively straightforward. Different 
words could have been substituted particularly due to the previously discussed confusion 
surrounding marketing terminology, but the majority of positions used the term 
marketing. Seven of the libraries had at least one marketing position. These positions 
were MSLS librarians, administrative staff, or both. Five out of the seven positions 
included the word marketing in the job title. The other two positions utilized the terms 
communications, outreach, and public relations. The addition of other terms fits with the 
established confusion surrounding marketing in libraries. Unfortunately there was no 
indication whether a position titled “marketing director” required an MSLS or not. 
In multiple cases the marketing professional oversaw departments with more than 
one staff member. Salt Lake City had also expanded their department with the last fiscal 
year. This indicates a recent need to expand the marketing department. It is important to 
remember that these nine libraries come from the three highest budget categories, and are 
often libraries with numerous branches. Cuyahoga, which is in the top budget tier, had a 
staff of eight devoted to marketing but they also provide services for 28 branches. That 
creates an average of only one employee for every three and a half libraries, which means 
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per library relatively few hours a week are devoted to marketing compared to other 
services.  
The relative lack of marketing can be seen in the other two indicators for 
planning, mention of marketing in formal plan, and a budget allowance for marketing 
both had low findings. Only three libraries mentioned marketing in their strategic plans, 
and only two libraries had allowances in their budgets for marketing. Very little financial 
information was available on the library websites, and what information that was 
available was vague. A few of the libraries presented colorful infographics, which were 
well designed and pleasing to view, but only contained information on few general 
categories such as, salaries, programming, and collection development. It is likely that the 
libraries without information online, particularly those with marketing positions, have 
funds devoted to marketing that were not shared with the public. 
It is odd that seven libraries have marketing positions, but only three mentioned 
the specific word in strategic plans. The lack of follow through suggests a gap between 
the marketing staff and the overall library goals. Not including marketing in multi-page 
strategic plans, which span many years, shows a lack of importance given to long term 
planning with the rest of the library goals. Since the four cyclical steps of marketing are 
meant to drive the goals of the library to meet the needs of the patron, it is detrimental to 
leave out the planning stage.  
The indicators for the third step, implementation, were found to a much higher 
degree than the planning indicators. The first implementation indicator, is a logo or 
cohesive brand being applied to the library website, was found in all nine libraries. It is 
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interesting to note that even with large budgets one of the libraries, Redwood City, had a 
website which was a sub-page of the overall city website, not a standalone site. Even as 
part of the city website the library logo was evident, and the matching color scheme was 
carried throughout. As mentioned earlier, the majority of library logos were not book 
related and they were simple to replicate or draw. It seems libraries are moving away 
from the book as the symbol of the library, perhaps because, as Hariff and Rowley (2011) 
suggested, the book is outdated.  
The logos and color schemes of the website convey a nonverbal message to 
patrons. Simplistic and modern logos clearly represent the library working to stay current. 
Well designed and intuitive websites show the library is investing in the website and the 
electronic resources available online. These all culminate in a library communicating a 
technology friendly message.  
In addition to their websites, the libraries utilized social media. The second 
indicator for implementation was the presence of social media accounts on the main 
website.  Every library had both a Facebook and Twitter account, and some libraries had 
other less dominant social media accounts such as Tumblr or Pinterest. The presence of 
these links on the websites shows that the libraries are reaching out to patrons. Patrons 
are on social media accounts and libraries are trying to reach out and connect with them. 
Social media accounts are used to spread the word about the library, and share 
information with people who do not visit the library website. Social media is a great way 
to offer low-key communication to patrons and potential patrons, with the added benefit 
of being low-cost. 
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In addition to having a Facebook page for the main library, the Naperville library 
went a step further and created a teen Facebook page. Also, each of the teen librarians has 
their own Instagram account. Libraries offer designated teen space in the physical library 
building, so this is a logical digital extension. It makes sense that teens would interact 
differently on social media sites and enjoy a unique digital environment. Further research 
could be done on the success of designated teen social media accounts, as separate from 
the library’s main accounts. 
In addition to having a web presence the sites were examined for mobile 
responsiveness. In today’s mobile society, it is important for libraries to be accessible 
from mobile devices. Only four of the nine libraries had mobile responsive websites, but 
seven of the libraries had mobile applications available. Libraries were either mobile 
responsive or had an app available, showing that mobile access was considered necessary 
by each library. Library mobile apps are convenient for patrons and communicate the 
library’ willingness to stay abreast with technological trends. 
A greater number of libraries had a mobile app than were mobile responsive. This 
may be because apps are popular and require a certain level of technical forethought to 
create. Having library apps is a sign the library is embracing technology, but it also might 
limit the people the library communicates with. Regular library patrons will download an 
app, and use all the advanced features that can be included, which cannot be included 
online. But occasional users of non-users will first access the library website. Someone 
wanting to only use free internet at the library, or ask a librarian a quick question is not 
going to download an app and keep the app on their mobile device. That same patron 
might get easily frustrated if the library website is difficult to use on a mobile device. 
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First time patrons need to be grabbed by the convenience of the library the first time right 
away. By placing a higher emphasis on mobile apps libraries are missing an opportunity 
to connect with first time users, by having an easily accessible mobile site.  
The last indicator of implementation was the existence of online resources, and 
every library had numerous online resources available to patrons. The promotion of 
electronic resources on the website shows libraries are devoting time and finances to 
electronic access. In addition many libraries offered online only library cards, which were 
only good for online access. Libraries are providing services for patrons who do not want 
to, or are unable, come into the physical building of the library, and are bringing the 
library to the patron through digital resources.  
Evaluation is the final step in the marketing cycle before the process begins again. 
Indicators that the library is asking for feedback and evaluating their services are library 
contact information and forms, and a help feature on the website. Every library provided 
a contact form, which could be used for multiple purposes. The libraries often suggested 
the form be used for purchase requests, reference requests, opinions, or account 
problems. All nine libraries had such a form, but many of them had additional contact 
features available. 
 Each library provided a phone number for contact information. Some provided 
the number specific to a branch or department office. Occasionally there was a just a 
phone number provided with no point of contact information, which makes awkward. 
People like to know who or where they are calling when they dial a number. Providing a 
point of contact also allows libraries to filter calls to the correct location or department. 
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In addition to phone numbers, seven of the libraries provided either a chat or text 
a librarian service. The libraries from Ohio, six of the nine, all provided access to the 
same chat feature, which promoted 24/7 assistance. The existence of 24/7 assistance 
shows a willingness of libraries to step outside their normal confines. Online patrons, 
similar to not being limited to the physical building, are not limited by the opening hours 
of the building.  
A few libraries also provided more specific contact forms in addition to the multi-
use form. Upper Arlington was the only library to have an inter-library loan request form. 
Westerville had a form to request the repeal of a blocked website, showing that 
Westerville responded to a specific need. Three libraries had purchase requests, and two 
libraries had reference requests. Providing patrons with multiple areas to give feedback 
suggests a willingness to accept feedback. 
As a result of analysis and planning two libraries offer teen specific contact forms, 
and one of those libraries also offers a contact form designed for children to use. Giving 
teens and children their own space to make suggestions and comments shows the library 
is combining the steps of marketing. Patron analysis lead to patron segmentation, which 
separated the teens and children from the adults. The website and events were planned to 
communicate value to the specific patrons, and separate evaluation forms complete the 
process by allowing patron segmented evaluation.  
Only one library provided an online survey, and it was about children’s story 
time. An online survey allows parents to give feedback without directly interacting with 
librarians or cutting into their time at the library. It also allows for quick and easy 
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calculation of results for the librarian. The lack of online surveys across the nine libraries 
is disappointing. Libraries could easily take advantage of the opportunity.  
In addition to finding only one online survey there was also only one help feature 
found. All nine libraries had numerous electronic resources, but only one provided a 
specific help service. If online access is important enough to provide online only library 
cards, it should be important enough to offer online support. The lack of this indicator in 
eight of the libraries might show a lack of importance placed on technology support to 
patrons, or it might be that librarians expect the multi-use forms to cover technology 
problems as well. 
As mentioned earlier marketing is often associated with for-profit business 
models, and can have a negative connotation. Another term associated with for-profit 
businesses is customer. The nine libraries evaluated communicated information to their 
users in many ways through mission statements, librarian blogs, tweets, and more, but in 
their formalized reports how they refer to their users is important. Mission statements, 
strategic plans, and annual reports set the tone for patron interactions. Four of the nine 
libraries referred to users as patrons, and three libraries used the term customer. Two 
libraries went back and forth between which term they used in their formalized language. 
It was also common for the library to refer to residents of their city or county instead of 
users. This mix of terms might show that libraries are embracing for-profit business 
practices.  
Limitations 
This study is limited by the small sample size, selection method, and method of 
analysis. Only nine public libraries were examined out of thousands that exists, and of the 
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two hundred and fifty five ranked by Library Journal in their Star Index. The study is 
further limited by selection choices, as the libraries selected each had an annual budget of 
at least 5,000,000 dollars. Further research is needed to illuminate a greater portion of 
public libraries across America. In addition, the study is limited by method of 
examination. Libraries select which information to post online, and the information 
analyzed for this website was limited by their choices. More detailed information, 
particularly pertaining to financial information, most likely exist, but is not accessible 
online for public consumption. 
Conclusion 
 The study examined nine public library websites for evidence of the four basic 
steps of marketing: analysis, planning, implementation, and evaluation. While evidence 
of all four steps was found on the library websites there were some unexpected results. 
Only three of the libraries had mission statements which were directly focused on patron 
needs. Four indicators, a library logo, social media links, online resources, and contact 
forms, were found one every library website. The presences of some indicators, but not 
others suggests that public libraries are handling marketing in small pieces not as an plan, 
which is incorporated into everything the library does. This is especially obvious by the 
lack of formalized mentions of marketing in strategic or master plans. Marketing exists in 
public libraries, and librarians are even using the term occasionally. But libraries are not 
consistent in their application of the four steps. The steps need to flow into each other, so 
libraries can build upon previous actions. In order to effectively market their services 
libraries need to take the extra step beyond occasional marketing, and combine their 
individual marketing actions into one.  
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Appendix A: Library Rubrics 
 
 
Rubric 1: Cuyahoga Public Library 
 
28 branches First Eval 3.8.15, 2nd Eval 3.17.15
Step Indicator Notes
Survey
In 2012 they had 36 focus groups with trained facilitators and put a survey online, which 9,730 people 
took in order to understand their community needs, according to the Strategic Plan. 
Focused Mission Statement
"Our mission of being at the center of community life by…" and there are three key objectives each of 
which focuses on patrons. 1. community of enthusiastic readers, 2. strengthening the economic vitality 
of our region, and 3. being recognized as an essential community asset and innovative library industry 
leader. Yes it is focused on patrons.
Segmented Website Sections
They have an educator card which comes with special helpful benefits for teachers. They divide the 
website up based on what you are looking for borrow, research, branches, services, etc., but they also 
have a kid and teen section.
Additional Notes:
The branches each have their own page that continues the color scheme and layout. Contact 
info/opening hours is displayed first thing on branch pages. Each branch page has a picture and fact 
about a branch library, but the photos and facts do not match each branch page, so Maple Heights shows 
up on Parma-Snow, etc. Its confusing. Each branch pages has a google map with its location, links for 
directions and public transit and the singular calendar for the branch not the whole system.
Marketing Librarian
They have a Marketing and Communication Director, they also list 8 full time employees categorized 
under the function of Marketing.
Official Mention of Library 
Marketing
In 2012 they developed a strategic plan which included analysis and planning, but there is no reference 
to evaluation or implementation, and no direct reference to marketing.
Budgetary Allowance
Nothing specific listed under financial expenditures in the 2013 Annual Report, but its more of an 
infographic than a detailed budget.
Branding/Logo The main page includes an abstract logo, it might be a tree, and the color scheme is carried throughout.
Social Media Links
All the social media links are located at the bottom of every page; Facebook, Twitter, Pinterest and 
Tumblr.
Mobile Responsive
Yes. The same website shrinks and adjusts to be mobile accessible. Its easy to use and intuitive 
especially if you are used to the full-site. Have app called CCPL Mobile
Online Resources 
They have e-books, audiobooks, music streaming sources, a zine source, and many other online 
resources. Some of the resources are obviously geared toward the community, such as the information 
about Ohio standardized testing preparation. 
Contact Forms/ information
Contact Us buttons provide a form to fill out and listings of each branch's phone number. FOUND A 
STORY TIME SURVEY LINK. They have an online chat feature for immediate communication. You can also 
text a librarian and its a 24/7 service.
Help/Support Feature
There is an online support form to fill out specifically targeted for trouble with electronic resources, and 
OverDrive. They even give the time in which the email support is monitored so patrons know when to 
expect delayed answers. 
Patron or Customer They use a mix of patron and customer.
Planning
Implementation
Evaluation
Analysis
Library: Cuyahoga
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Rubric 2: Public Library of Cincinnati and Hamilton County 
 
41 locations First Eval 3.8.15, 2nd Eval 3.17.15
Step Indicator Notes
Survey No evidence found. 
Focused Mission Statement
Mission Statement is: "Connecting people with the world of ideas and information." Vision 
statement includes (among several other things) that they want to excel in customer service, 
and be a dynamic force in the community. These statements aren't patron driven.
Segmented Website 
Sections
Branches have their own pages with contact information, but they are several clicks away from 
the main page. They have educator cards. Kids and Teens have their own pages. The pages have 
their own color scheme and layout, so they don't carry the theme consistently. There is also a 
page for the 55+.
Additional Notes:
The kidspace is not just a page on the library website, but a full site for kids with games, polls 
and opportunities to connect and share. The Teen Space is a middle ground between Kidspace 
and the adult website. It is more library and book focused than Kidspace but still has fun and 
games. They have a lot more social media represented than on the adult page. 
Marketing Librarian There is a "Marketing Team Leader" and 3 employees termed "Content Leader"
Official Mention of Library 
Marketing
No evidence found. 
Budgetary Allowance
Not mentioned in the 2013 information, but it might belong under "services" or even library 
material. The categories in the annual report are vague.
Additional Notes:
The Strategic Plan 2011-2016 lacks information. There are goals, but no timelines no mention of 
how the goals were derived. Its only a page long.
Branding/Logo
There is a simple abstract logo and color scheme carried through most of the site. The kids and 
teen pages have different colors and different layouts.
Social Media Links
The link are included on the navigation bar on every page, Facebook, Twitter, Instagram, 
LinkdeIn, Tumblr, Pinterest, Flickr, YouTube, Google+, RSS Feeds. They even have a page with all 
the mobile apps the library provides access to and QR codes for max convenience. 
Mobile Responsive
Accessed via cell phone the website was the same as online. NOT mobile responsive. App called 
Cincinnati Library Mobile App.
Online Resources They have ebooks, audiobooks, music streaming, movie streaming, and databases available. 
Contact Forms/ 
information
Contact Form available. They have a lot of contact information available under the guise of 
answering reference requests.
Help/Support Feature No evidence found. 
Additional Notes:
Kidspace has an evaluation spot meant for the kids to leave comments and feedback. Teenspace 
also has an evaluation form with specific questions and opportunity for feedback. 
Patron or Customer They use a mix of customer and patron, but customer is used more commonly.
Implementation
Planning
Analysis
Evaluation
Library: Public Library of Cincinnati & Hamilton 
County
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Rubric 3: Columbus Metropolitan Public Library 
 
22 Locations First Eval: 3.8.15 Second Eval 3.20.15
Step Indicator Notes
Survey No evidence found.
Focused Mission 
Statement
NO MISSION STATEMENT LISTED ONLINE. Their strategic plans mentions excellent 
customer service and building on a community, but it lacks any mention of how 
these idea were gathered, or direct reference to the patrons being the source of 
planning. 
Segmented Website 
Sections
 The branches each have a page that lists their hours of operation and calendar 
events. No separate children or teen pages. Calendar events can be sorted by a 
mix of audience and topics.
Marketing Librarian No evidence found. 
Official Mention of 
Library Marketing
Could not find anything. Very little operating in formation available in general. 
Budgetary Allowance Again not mention in Annual Report 2013, but they include general categories
Additional Notes:
Their strategic plan is an infographic, and it lacks detail, though it does provide 
"desired outcomes" which shows some sense of process.
Branding/Logo
They have an abstract logo. But the color scheme is unappealing. The colors don't 
seem to go together, giving the sense that the scheme wasn't planned but picked 
at random.
Social Media Links
Very small links to Facebook, Twitter and YouTube appear at the bottom left 
corner of every page.
Mobile Responsive Not mobile responsive, but they do have an app called CML Mobile App. 
Online Resources 
They have many databases available online. Including access to magazines, 
streaming music and movies. The e-resources other than books available on 
OverDrive are difficult to find, they are located under the "Research" link
Contact Forms/ 
information
They have chat (same system as the other Ohio Libraries) and they exist on other 
chat services such as AIM, MSN and Yahoo. There are links to fulfill specific 
requests such as "Reference Questions," "Obituary Request," "Technical 
Support" etc., but many of them provide the same comment form. There are 
phone numbers listed for the requests, but again the same phone number is 
listed for several of them.
Help/Support Feature No evidence found.
Patron or Customer They use the term customer.
Analysis
Implementation
Evaluation
Planning
Library: Columbus Metropolitan Library
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Rubric 4: Naperville Public Library 
3 branches First Eval 3.9.15 Second Eval 3.20.15
Step Indicator Notes
Survey No evidence found.
Focused Mission 
Statement
Mission Statement: "Inform, Inspire, Imagine" and Our Vision: "A Place to Be. The Place to 
Become…" Both are very vague.
Segmented Website 
Sections
There are areas for adults, teens and kids. The teens also have their own Facebook page.They 
have an adults blog, kids blog, and business blog. They also have links to services for 
teachers/educators. They list homeschoolers and parents as subsects under children with 
information for them.  They have a special visual catalog for parents & kids under age 10 to 
browse for books.
Additional Notes:
The History of the Library says "Under the leadership of the board and the director the library 
constantly strives to interpret and meet the community's increasingly diverse needs." Overall 
the website only mentions the community a relatively few number of times.
Marketing Librarian
There is contact information listed on the press release page for Kim Neidermyer, LinkedIn lists 
her title as "Marketing Manager" supervising a staff of 5.
Official Mention of 
Library Marketing
No evidence found.
Budgetary Allowance
The budget lists "Services (w/promotional)" which could be/include marketing. The monthly 
financial sheet lists "Advertising and Recruitment" as an expenditure and "Printing & Promo."
Branding/Logo
There is a geometric logo. The website maintains the same theme (an open book) across the 
top of every page.
Social Media Links
There are links along the menu across the top of the page, Facebook, Twitter, YouTube, The NPL 
App, Foursquare, and special Facebook link for the NPL Teenspace. On the teen page there are 
more social media links unique to the teens, 3 Instagram accounts one for each librarians, 
Facebook, Tumblr and YouTube.
Mobile Responsive Not Mobile Responsive, but they have an NPL app. 
Online Resources 
They have ebooks, emusic, magazines, genealogy source and more. More than once they 
communicate the library is available 24/7 because of the online resources.
Contact Forms/ 
information
The main contact link provides a form to fill out, but also lists hours of operation and phone 
numbers as an alternative. The teen space has its own information for contacting, each of the 
teen librarians email address is listed next to their picture, and then information for an adult 
services librarians is also listed. The offer text a librarian services.
Help/Support Feature No evidence found.
Patron or Customer
It was hard to determine, but the term patron is used. It seems like the website is avoiding 
addressing the patrons/customers as a whole, so they refer to "you" or just don't have a subject 
in the sentence, for example "Need Homework Help?"
Analysis
Planning
Implementation
Evaluation
Library: Naperville Public Library
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Rubric 5: Howard County Library System 
6 branches First Eval 3.9.15 Second Eval 3.21.15
Step Indicator Notes
Survey
The Master Plan says they spoke with 14 focus groups totaling a 128 men, 
women, and young adults.
Focused Mission 
Statement
Mission Statement: "We deliver high-quality public education for all ages." 
Vision Statement: "A major component of Howard County's strong education 
system, we advance the economy, enhancing quality of life." These are not 
patron driven.
Segmented Website 
Sections
Books can be searched by children, adults and teens, but they do not have their 
own section of the website. There is a program calendar which can be filtered 
by branch, audience, subject.
Marketing Librarian There is a Director of Public Relations
Official Mention of 
Library Marketing
In their 2010-2015 Strategic Plan they mention developing a marketing plan, 
implementing a marketing plan, creating a marketing plan aimed at "defined 
populations."
Budgetary Allowance No specific mention, but the categories listed are vague.
Branding/Logo
There is a logo, it is simple (HI in a circle), but it is included throughout the site, 
social media content and even as building decoration.
Social Media Links
Tiny links are located on the bottom of every page, Twitter, Facebook, 
YouTube, Flickr, Pinterest, Instagram, Tumblr.
Mobile Responsive Yes. No mobile app. 
Online Resources 
Yes. Online education classes, databases, ebooks, magazines, streaming music 
and movies.
Contact Forms/ 
information
There is a contact form. A phone number is listed, but it does not say which 
specific branch or office it calls. There is a chat feature and a suggestion form.
Help/Support Feature No evidence found.
Additional Notes:
The 2010-2015 strategic plan establishes evaluations at the end of the 
planning/implementation process for their goals. 
Patron or Customer Customer
Analysis
Planning
Implementation
Evaluation
Library: Howard County Library System
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Rubric 6: Salt Lake City Public Library 
 
8 branches. First Eval 3.9.15 Second Eval 3.21.15
Step Indicator Notes
Survey No evidence found. 
Focused Mission 
Statement
They mention "services to all members of the community" and "build 
community" as a goal, but they aren't patron driven.
Segmented Website 
Sections
Each of the branches has a page with info, contact info, and hours. 
There are adult, teen and children pages, but they are rather shallow 
webpages. There is program calendar which can be divided by branch, 
audience, and subject.
Marketing Librarian
Between 2014-2015 they hired 2 communication/marketing 
specialists, there is a "Manager of Communications" listed as part of 
the library administration.
Official Mention of 
Library Marketing
No. There is a strategic plan with six initiatives but its short and does 
not include marketing. 
Budgetary Allowance There is a publicity budget which increased by 17% from 2014-2015.
Branding/Logo
An abstract logo and color scheme represented throughout the 
website.
Social Media Links
Tiny links at the bottom of the page, Facebook, Twitter, Instagram, 
Pinterest, Goodreads, YouTube.
Mobile Responsive
There is a library app called The City Library App, but the site is not 
mobile responsive
Online Resources 
Ebooks, audiobooks, magazines, music streaming, movie streaming 
and databases.
Contact Forms/ 
information
There is a contact form, which has a phone number to call listed 
above it but it isn't specific to any branch. There is also a suggestion 
for purchase form.
Help/Support Feature No evidence found. 
Patron or Customer They use the term patron.
Analysis
Planning
Evaluation
Implementation
Library: Salt Lake City Public Library
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Rubric 7: Redwood City Public Library 
First Eval. 3.9.15 This is the first library I've come across that's site is part of the 
city website. 4 branches. Second Eval 3.21.15
Step Indicator Notes
Survey
The strategic plan 2015 mentions surveying patrons to assess needs (once for 
digital literacy and the other for customer service) before planning an initiative.
Focused Mission 
Statement
The mission statement mentions community, but not in way that states they 
serve the needs of the community or derive their goals from the community. 
Just that they support the community and community participation.
Segmented Website 
Sections
Kids and teens have their own pages, but they are shallow with few interactive 
features. The event calendar is also divided by children, teen and adult. 
Marketing Librarian No evidence found.
Official Mention of 
Library Marketing
The strategic plan 2014 mentions "Work with PRCS in the promotion and 
coordination of programs (ongoing)," but not marketing specifically.
Budgetary Allowance No evidence found.
Additional Notes:
The library is part of a consortium (The Peninsula Library System) with 31 other 
libraries, but this was not advertised on the library's website. It was only 
discovered after indepth searching into ebooks.
Branding/Logo
There is a logo designed with the name of the library and four colored dotes 
next to the name. 
Social Media Links
There are icons at the bottom of the left menu bar, Facebook, Twitter, 
Instagram, and an email icon.
Mobile Responsive Not mobile responsive, but there is a PLS Mobile App
Online Resources 
There are many online resources/databases available. ebooks, audiobooks, 
streaming music options, magazines and movies.
Contact Forms/ 
information
The contact us page has a phone number for each branch, a contact form, an 
opinion form, and a recommend a purchase form, all of which are similar but 
have unique features.
Help/Support Feature No evidence found.
Additional Notes:
The strategic plan adopted Aug. 2014 has a number of goals and objectives each 
of which has an evaluation at the end of the goal.
Patron or Customer They use the term patron.
Analysis
Planning
Implementation
Evaluation
Library: Redwood City Public Library
  45 
 
 
Rubric 8: Westerville Public Library 
 
First Eval 3.9.15 Second Eval 3.22.15
Step Indicator Notes
Survey
They hired a third party to survey the community, according to the strategic 
plan 2013-2016.
Focused Mission 
Statement
The vision statement "through innovation and imagination we will provide 
an environment where people of all backgrounds and ages may dream their 
dreams, exercise their imagination, feed their intellects, nurture success and 
otherwise enhance their lives."  Also in the about section " For over seventy-
five years, the library has represented the belief that the best service is a 
reflection of its customers' wishes."
Segmented Website 
Sections
They have pages with various selected resources for business people, 
genealogist, homeschooler, job seeker, kid, parent, seniors homebound, 
retired individual, student or teen, teacher or educator, and working 
professional. The calendar can be searched by age group (as in depth as 1-2 
Marketing Librarian They have a "Marketing Coordinator"
Official Mention of 
Library Marketing
Our Strategic Plan 2013-2016 shows they hired a company to survey their 
patrons, and they did a SWOT analysis. Marketing is mentioned 8 times in the 
document. They suggest increasing marketing of electronic formats and 
increased marketing aimed a new residents etc. One of their objectives (6G) 
is to develop a marketing campaign aimed at local businesses. This plan is 
steps 1 and 2 of a great marketing plan.
Budgetary Allowance The Annual Report 2014 has no specific field.
Branding/Logo A minimal abstract logo and color scheme is in place throughout the website.
Social Media Links
Near the bottom of the page there is a thick section with social media links. 
The icons have been altered so they fit the scheme of the website but are 
still recognizable, Facebook, Twitter, Instagram, Pinterest, the Director's Blog 
and an RSS Feed.
Mobile Responsive Yes mobile responsive, no mobile app. 
Online Resources Ebooks, audiobooks, music available online, subscriptions to journals and 
Contact Forms/ 
information
There is a contact form, with a phone number listed above. Options for chat 
reference, a reference request, and a section to repeal the blocking of a 
website via the library internet.
Help/Support Feature No evidence found.
Patron or Customer They use the term customer.
Analysis
Planning
Implementation
Evaluation
Library: Westerville Public Library
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Rubric 9: Upper Arlington Public Library 
3 branches total, First Eval. 3.16.15 Second Eval 3.22.15
Step Indicator Notes
Survey
In 2013 they formed a committee focused on analyzing the library and patrons. 
They did surveys and a SWOT analysis of the library itself.  They also had a 
"conversation" with community representatives to determine the new direction 
for the library.
Focused Mission 
Statement
The Mission Statement focuses on 3 statements about patrons exploring current 
topics, gathering to share ideas, and growing through learning. They do have a 
core values of service, which says "we focus on providing the best user 
experience possible."
Segmented Website 
Sections
Adult readers, kids & teens, parents, and teachers. The kid and teen pages follow 
the same style as the rest of the website. They are both heavily worded, to the 
point where the kid section doesn't seem usable for young kids. Calendar events 
are color coded by age, adult, all ages, kids, or teens.
Marketing Librarian
There is a "Marketing and Community Relations Manager" and they include a bio 
of the position, and a direct phone number. The manager oversees 3 subordinate 
positions.
Official Mention of 
Library Marketing
A board meeting in 2008 discussed the Marketing Plan which involved hiring a 
company to survey and rebrand the library, but marketing has not been formally 
mentioned since 2008.
Budgetary Allowance
No budget easily available online. They do mention, in the strategic plan, that 
the 2013-2014 budget will be cut by 1 million dollars over the next two years by 
state funding.
Branding/Logo
There is a logo created by the letters UAPL each in a colored box. The color 
scheme and layout of the website is consistent.
Social Media Links Located on the right sidebar of every page, Facebook, Twitter, and YouTube
Mobile Responsive Mobile responsive and they have an app.
Online Resources 
They have many databases, ebooks, online magazines, streaming music and 
movies. Patrons have the option of signing up for a E-Card online which provides 
access to online services, but can be upgraded to a full physical card anytime.
Contact Forms/ 
information
They have a contact form which is to be used for reference questions, account 
questions, comments or suggestions. They also provide branch information and 
phone numbers on the sidebar which appears to the right of every page. You can 
text a librarian. There is an ILL request form.
Help/Support Feature
Not an online feature, but patrons can book a 1 hour training session with a 
librarian for help with online media.
Patron or Customer They use the term patron.
Evaluation
Analysis
Planning
Implementation
Library: Upper Arlington Public Library
